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EXECUTIVE SELLING SKILLS
Let’s talk about your job. I would like to suggest
that a key part of your job as a CPA is to persuade
clients and staff to take a course of action you deem
appropriate.
If you agree with that, I would like to recommend
that when the time comes to persuade others, instead
of talking across a desk, you stand up and give a
presentation using visual aids. In fact, a study at the
University of Minnesota in June 1986 revealed that an
audience would be 43 percent more likely to be
persuaded if you used this technique. Furthermore,
they would be willing to pay 26 percent more for the
same service.
Another study, this one conducted by the Wharton
School of Business at the University of Pennsylvania,
was made of two group presentations to persuade
people to invest in a new business. The first group of
speakers made their presentations while seated
across a table from the prospective investors. At the
conclusion, 58 percent of the prospects agreed to
invest in the new business.
The second group of speakers used the same facts
and business statistics, but each presenter stood and
used visual aids. This resulted in 79 percent of the
prospects agreeing to invest in the business. More
over, these presenters were perceived as being more
professional, more persuasive, more credible, more
interesting, and better prepared.
Other university studies of this presentation tech
nique show that it increases learning ability by 200
percent, improves retention by 38 percent, and
reduces the time needed to explain complex subjects
by 25 percent to 40 percent. In the minds of clients
and prospects, the quality of such a presentation is a
mirror image of the quality of your firm, the people in
it, and the services and support you offer.
We spend years obtaining an education and learn
ing and fine-tuning the skills of our professions. Yet
most of us spend little time learning the skills to
communicate. But brilliance without the ability to

communicate our ideas to others is worth little. It is a
rare situation where one can have a successful and
rewarding career communicating only with com
puters.
As the accounting profession becomes more com
plex, the ability to communicate those complexities
in concise terms becomes more important and more
critical to your career. Presentations come with the
territory.
So if you wish to get ahead, become a good pre
senter. Notice I didn’t say excellent or outstanding; I
said good. Just do well what most people do poorly.
Please do not accept the myth that good speakers
are born not made. Speaking and presenting are
skills that we learn through desire, effort, and prac
tice. As with any other learned skill, some people are
better at it than others. But wherever you are on the
scale today, I promise you that you can be three times
better tomorrow.
People tell me, Well when the day comes that I have
to stand in front of 20, 50, or a few hundred people, I
will prepare a presentation and make some visual
aids. But most of my activity in persuading other
people is one-to-one.
May I communicate to you the single most effective
technique I have ever found for persuading
others? It is a one-to-one, stand-up presentation. He
or she, alone with me in a conference room. I know it
sounds silly to give a stand-up presentation to one
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person, but the psychology and the impact are over
powering. Here are the reasons why.
You will be a breed apart
Most people have never had anyone give them a oneto-one, stand-up presentation. The signal you send is
this:
I am putting you on a pedestal. This decision and
your business are so important to our firm that I
have organized and formalized my presentation.
You deserve the best we have to offer. I believe that
our service is so good, however, and so well aligned
with your goals and objectives, that if I can only
communicate this in a convincing manner, then
together we can achieve your goals.
The power of this unspoken message as demon
strated by your actions is overwhelming. Your com
petitors, who do what everyone else does, that is,
talk across a desk, will have no chance. What a study
in contrast. You will have differentiated yourself
from the competition in a dramatic way. You will be
a breed apart.

More business in less time with less effort
The results of a study published in the June 1982
Harvard Business Review showed that on average
five people are involved in a decision to hire a ser
vice provider. So to do a thorough job when seeking
new business, we need to contact five people and tell
each one our story. That takes a considerable
amount of time.
Suppose instead, I call the key decision maker and
say I would like to have the opportunity to give a
formal presentation on my firm and the services we
offer to all the people who will be involved in the
decision. This would enable me to use a formal pre
sentation as the catalyst for getting all the decision
makers to attend one meeting. I can then concen
trate on giving one professional presentation
instead of attempting five.
The high level of professionalism exhibited with
such a presentation tends to reduce requests for
price concessions and special contractural arrange
ments, and often makes it easier to gain acceptance
of desired fee arrangements as well. Across-the-

table discussions, on the other hand, tend to rein
force the notion that price is negotiable.
Our clients and prospects are sending us a simple
message we don't hear amidst the complexities of
the subject we are presenting. This message says,
Before I care how much you know, I want to know
how much you care.
This message was understood 2,400 years ago by
Aristotle. In his Rhetoric, Aristotle described three
requirements needed to persuade another person to
a desired course of action.
First, we must appeal to the logos (logic). But, said
Aristotle, logic is not enough. We must also appeal
to the pathos (emotions). The third requirement,
according to Aristotle, is ethos (character). We all
prefer to deal with people we like and trust and in
whom we have confidence.
And so, we observe that the natural tendency of
human beings is to
□
Justify on facts, but buy on feeling.
□ Justify with business reasons, but buy for per
sonal reasons.
□
Justify with logic, but buy on emotion.
My own experience over the years has led me to
the simple conclusion that the man or woman who
wants to do business with you can justify anything.
The best and most effective way to present the
facts, appeal to the emotions, and instill trust and
confidence is to give a presentation. If you do, your
client or prospect is more likely to want to do busi
ness with you. The way to win is to understand what
the enemy is doing and to do something different
and better.
We must differentiate ourselves from our com
petitors. Competitors talk across a desk. Don’t do it.
Stand up and give a presentation using visual aids.
You will win. □

—by David Peoples, Presentations Plus, Inc., P.O. Box
8850, Longboat Key, Florida 34228
Editor’s note: Mr. Peoples will be giving a presentation
on this topic at this year’s AICPA national small firm
conference.
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Your Voice in Washington

AICPA urges Congress to permit CPAs to practice
before the Tax Court
CPAs would be permitted to represent taxpayers
before the U.S. Tax Court under a bill the AICPA
urges Congress to pass. H.R. 1485 would permit
CPAs and enrolled agents to practice before the Tax
Court in certain cases involving less than $10,000.
The Tax Court now has separate qualifying rules
for attorneys and nonattorneys, even though the law
prohibits the Court from excluding individuals
from practicing before it based on profession. This
works against CPAs and their clients because attor
neys are automatically allowed to practice before
the Tax Court while nonattorneys are required to
pass a written examination testing knowledge of
courtroom procedures and tax law. The effect is that
CPAs clients must choose between the expense of
hiring an attorney or representing themselves. As
a result, taxpayers may fail to pursue legitimate
interests.
In a letter to the sponsor of H.R. 1485, Rep. Leon E.
Panetta (D-CA), the AICPA said it “supports enact
ment" of the bill. The Institute also believes the bill
"will help reduce the cost of appeals for smaller
taxpayers and will help the Tax Court handle cases
more expeditiously.”

Bill would regulate accounting profession
A bill to federally regulate the financial condition of
insurance companies would take away the profes
sion’s right to set accounting and auditing stan
dards. In essence, the bill introduced by Rep. John
Dingell (D-MI), chairman of the House Energy and
Commerce Committee, would regulate the account
ing profession.
Authority to set accounting standards would be
given to a newly created Federal Insurance Solvency
Commission, non-CPAs would be permitted to per
form audits and to express opinions on the financial
statements of insurers and reinsurers, and direct
reporting by the independent accountant to the
Commission would be required when the accoun
tant has substantial reason to believe the company’s
records reveal material misrepresentations or
illegal acts.
The AICPA views the bill as a threat to the profes
sion. While the bill, H.R. 4900, is not expected to be
voted on by the full House this year, Rep. Dingell
will reintroduce it next year. The Institute expects
significant action on it then. In the meantime, the
AICPA insurance companies committee and
Institute staff will be working on the issue and
monitoring the bill. □

Quality Consulting Services:
Are You Prepared to Deliver?

Fifteen years ago, I began my current pursuit to help
CPAs deliver quality consulting services beyond the
ones they usually offer. Practitioners have always
received requests for such services, but for a variety
of reasons they have done less than they might have
to encourage such assignments. Let’s briefly explore
whether there are any compelling reasons in favor of
providing what have come to be known as "type 2"
services.
In today's professional world, it would appear that
competitive pressures, firm growth desires, and
partner and staff demands for increased compensa
tion would be reasons enough to pique the imagina
tion of every practitioner to consider such services.
If that is so, what then might be holding us back? Are
we perhaps too good as Certified Public Accoun
tants (type 1 service providers) and not good enough
as Competent Professional Advisers (type 2 service
providers)?
Management consulting services generally are
defined as advice and assistance on a wide variety of

Exhibit 1
Sample Job Description:
Manager—MCS Department

Institute and maintain the staff/partner training
program to enable MCS engagement recognition.
Devise and develop a client MCS needs program.
Research and recommend appropriate MCS
resource library.
Develop an inventory of MCS skills among
partners and staff.

Oversee client and potential client proposals.
Supervise work programs and job budgets.
Assign MCS skills as per skills bank developed
above.
Exercise engagement quality and time controls.
Perform job review techniques.

Research and develop a program of client and
public relations to enable wide range
dissemination of firm capabilities.

Practicing CPA, June 1992
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organizational activities provided by independent
qualified professionals to management. The
recently issued Statement on Standards for Con
sulting Services describes these services in some
detail.
Do you think you qualify as a consultant to man
agement? The AICPA’s newly revamped manage
ment consulting services (MCS) division has issued
more than 30 practice aids on specific consulting
services that might help you decide which services
you can provide or can become competent to pro
vide. I have provided a sample format for developing
a mission statement (a broad outline for developing
a consulting services capability) and a sample job

description for the manager of the MCS department
(see exhibits on page 3 and below).
Appropriate ways to sell these services
One focus of the MCS approach is to identify client
problems and propose solutions to them. This
involves reading client financial statements and the
supporting data and files with more than an accoun
tant's eye. It requires looking for both positive and
negative trends, weaknesses in the accounting,
financing and operations systems, and inadequacies
in the compensation system and personnel policies.
Once a problem is identified, you can inform man(continued on page 6)

Exhibit 2
Quality Consulting Services: Is Your Firm Prepared to Deliver?
Mission Statement: To create a profit center to deliver quality consulting services to our clients
Our code name is TOPS: Training .... Organization .... Performance .... Support
Training

Evaluation of staff technical
research, review and
implementation capabilities
Find the effort leader and
support.that person
Educate all members to
improve writing skills
Train all members in personnel
skills to enable them to
negotiate, listen, and report

Educate members with the
skills to implement client
solutions through the efforts of
client staff members

Organization
Set our minds on becoming partners
with our clients to improve their
businesses

Review our computer
hardware/software capabilities

Update/create consulting
Employ a firm administrator to relieve library
equity members of administrative
Establish funding budget for
tasks
this profit center
Prepare consulting skills inventory
Prepare performance
and include in proposals
evaluation feedback
Review present clients for details of: questionnaires to be mailed to
clients after project completion
Organization
Products/services
Review conference facilities
Financing needs
and telephone system to
Strategic needs/desires
ensure adequacy
Prepare proposals and bill in
accordance with terms; follow up
client authorized change orders with
proposal addenda

Support
Assign time/staff to call client
decision makers to assure ongoing
performance of recommendations

Practicing CPA, June 1992
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Making Students Aware of Smaller Firms

Seasonality Survey

Two years ago, a number of local and regional firms
in the Phoenix area met to discuss ways to tell stu
dents about the career opportunities available with
smaller CPA firms. The meeting was the idea of
Kumen Jones, faculty advisor to the Beta Alpha Psi
chapter at Arizona State University (ASU), and
Carlos Wagner, partner in Phoenix-based Miller
Wagner & Company, Ltd., who were concerned that
students think of careers primarily at large firms.
As a result of that meeting, a coalition was formed
of about ten local and regional firms actively
involved at ASU and with Beta Alpha Psi to support
a program to make students aware of the benefits of
working for a smaller CPA firm.
The Quality Career Alternatives (QCA) program
was formed during the 1990-91 academic year. The
coalition sponsored a reception following the Beta
Alpha Psi pledge orientation meeting, hosted a firm
tour, and helped double smaller firm representation
at two "Meet the Firms” evening sessions.
This year, the QCA coalition has held a reception
for accounting faculty, provided a speaker for the
Beta Alpha Psi annual honors and initiation ban
quet, and cohosted a baseball game tailgate party.
In addition, a number of QCA members attended
Beta Alpha Psi’s annual accounting circle banquet.
These efforts have been well received.
QCA has been successful in reaching students
early in their college years, one of its aims. Beta
Alpha Psi and the ASU School of Accountancy have
strongly supported the program, and the coalition
members have developed the close camaraderie
essential to making it work. The common goal is to
help students make the right career decision and to
choose the firm environment best suited to them.
After all, no one gains when a student makes a
wrong decision and must find a new job a few years
later.
The coalition members can point to many bene
fits a smaller CPA firm can offer. These include diver
sity of experience, the chance to work with smaller
clients, a more personal relationship with partners
and clients, and the opportunity for early responsi
bility. By making the advantages known, the QCA
coalition has significantly boosted the number of
students seeking positions at smaller firms.
As word has spread that a program can be
developed to let students know about career
options, other universities have inquired about con
tacting firms and getting their students involved.
Practitioners interested in starting similar QCA pro
grams might like to call Mr. Jones, tel. (602)
965-7219, or Mr. Wagner, tel. (602) 264-6835 for fur
ther information. □

The AICPA management of an accounting practice
(MAP) committee believes one effective way to help
practitioners deal with the seasonality issue is to
inform them of successful strategies used by other
firms.
You can help the MAP committee gather this infor
mation by completing the survey below. Mention all
successful strategies, whether minor staff adjust
ments or new programs and procedures.
Send a copy of the completed survey to Anita
Meola at the Institute, FAX (212) 575-3846. [7]

Seasonality Survey

Name:
Firm:

Address:

Telephone number:
Firm size: Number of partners
Number of professional
staff (including partners)
Number of total
personnel

Strategies for balancing the seasonal workload:

Please use additional pages if necessary.

Practicing CPA, June 1992
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Quality Consulting Services (continued from page 4)

agreement and suggest that you be given the oppor
tunity to propose a remedy.
Firms taking the above approach to selling MCS
services report high client acceptance rates. Fur
thermore, this direct approach avoids the high costs
associated with brochures, mailings, telemarketing,
and advertising.
One last thought. Clients are often looking for
help with problems but are simply unaware that
their CPA firm is capable of providing such assis
tance. So what could be a more effective way of
selling quality consulting services and enhancing
your image than to spend time discussing a solution
to a problem with a client. Many small businesses
need such help, and you can be quite successful as an
MCS practitioner if you keep in mind that CPAs are
business problem solvers. □
—by Sheldon Ames, CPA, 3530 Cummings Road,
Cleveland, Ohio 44118-2625, tel. (216) 932-9136, FAX
(216) 932-1908

1992 Accounting Software Survey

Last March, CTS, a publisher of software evaluation
materials, released the results of its fifth annual
accounting software survey in which consultants
and CPAs are asked to rate the accounting software

systems they recommend and install. (See chart
below excerpted from the survey.) The survey find
ings are helpful to businesses in the process of
selecting a system as well as to consultants. The
software rated this year includes nine of the leading
integrated accounting systems: ACCPAC Plus,
ACCPAC BPI, Platinum, Great Plains, RealWorld,
Macola, State of the Art (MAS90), Open Systems,
and Solomon III. These systems, priced at between
$395 and $995 per module, are used by a variety of
businesses, including wholesale distribution, ser
vice, retail, and light manufacturing.
Survey participants were asked to rate the sys
tems according to the following criteria:
□ Performance. The speed of menu and screen
changes, file updates, report generation, and so
on.
□ Stability. Database reliability, file/error recov
ery, lack of program bugs.
□ Flexibility. The systems adaptability to spe
cialized needs through built-in customization
features (data entry screens, forms generators,
field additions, etc.), report writers, file import
utilities and/or modifications to source code.
□ Ease of use. The ease of installing, learning, and
using the package; the ability of the client to
use and maintain the system without constant
support from a consultant or vendor.
□ Consultant/vendor relations. The consultant's
overall satisfaction in working with the vendor.
This includes sales leads, product image and
presence in the marketplace, cooperative
advertising, sales territory protection, product
training programs, qualified installer pro
grams, and upgrade policies.
□ Vendor support. The overall quality of vendor
support, including telephone response time
and nature of response, notification of problem
fixes, critical update (e.g. payroll) availability.
In addition to assigning ratings on a scale of 1
(unacceptable) to 5 (outstanding), the participants
were asked to state what they like best and least
about each system.

Highlights of results
The three top rated accounting packages were Great
Plains, Macola, and State of the Art (MAS90). Great
Plains was rated best for support, stability, and consultant/vendor relations. MAS90 was rated best for
ease of use and was rated second only to Platinum
for flexibility. Macola, while not at the top of any one
category, rated well across the board.
After years of steady slippage, Solomon III seems
to be regaining its traction in the marketplace and
showed improved ratings for support, vendor rela
tions, and performance. Open Systems also has
Practicing CPA, June 1992
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regained a bit of its former strength with consult
ants generally being pleased with versions 4.0 and
4.1. ACCPAC Plus fell somewhat behind, and several
respondents believe it needs a major face-lift.
Platinum is an interesting question mark for
many consultants. Although IBM is no longer mar
keting Platinum, its involvement left the product
with much more integrity in terms of documenta
tion and stability than before. There seems to be still
room for improvement in support of the Platinum
product, however.
Specific concerns
Some of the more important concerns are the avail
ability and location of training programs. Con
sultants and CPAs wish to remain current. They do
not want to have to travel long distances to receive
training, however. Turnaround time on support calls
is another concern, especially when the call is made
at the clients site.
Some respondents complained of vendors having

too many upgrades and of clients having to pay both
for the upgrades and for the work necessary to
install them. Presumably, however, the upgrades are
at least partly due to consultant and user requests.
The availability of software customization tools
such as source code, interfaces to executive informa
tion systems, and links to third party software were
also mentioned as important ways of providing a
greater level of client satisfaction.
Polling the opinions of consultants who work
extensively with leading accounting software high
lights what issues are critical to them and their
clients. Two areas always at the top of the list are
support and ease of use. □

—by Sheldon Needle, CTS, 11708 Ibsen Drive, Rock
ville, Maryland 20852, tel. (800) 433-8015; in Mary
land, (301) 468-4800
Editor’s note: The 104-page Accounting Software Sur
vey is available for $79 plus $5 shipping and handling
from CTS at the above address.

AICPA Conference Schedule

Volumes of Experience

The main source of material for the Practicing
CPA has always been practitioners. To help
readers benefit from the experiences of their
peers, we have assembled the following three
volumes of articles collected from past issues
of the newsletter:

■ The Practicing CPA on Practice Develop
ment (product no. 092100) focuses on suc
cessfully communicating with clients,
developing niches and specialties, and
marketing and selling services.

■ The Practicing CPA on Firm Management
(product no. 092101) focuses on establish
ing offices, planning, reviews, fees and
billing, chargeability, collecting, and
managing for profit and growth.

■ The Practicing CPA on Partners and Person
nel (product no. 092102) focuses on part
ner admittance, evaluation, compensa
tion and retirement, and on personnel
selection, training and management.
The price of each book is $35. To purchase the
books, call the AICPA order department, (800)
334-6961, in New York State, (800) 248-0445.
Ask for operator PC.

AICPA Banking School
Unit II (Advanced)
June 7-12—McIntire School of Commerce
University of Virginia, Charlottesville, VA
Recommended CPE Credit: 40 Hours
Registration Fee: $1,295
100 Ways for CPAs to Prosper
in Today's Economy
June 2—Chicago, IL
June 4—St. Louis, MO
Recommended CPE Credit: 8 Hours
Registration Fee: $245

Strategic Briefing on the New SASs
and SSARSs: Recession Buster
June 1—Secaucus, NJ June 5—Atlanta, GA
June 3—Chicago, IL June 5—Miami, FL
Recommended CPE Credit: 8 Hours
Registration Fee: $150
(original price: $245)

AICPA Microcomputer Conference
and Exhibition
May 31-June 3—Atlanta, GA
Recommended CPE Credit: 20 Hours
Registration Fee: $650
AICPA National Conference on Divorce
June 4-5—Chicago, IL
Recommended CPE Credit: 16 Hours
Registration Fee: $495
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1992 AICPA—University of Illinois
National Tax Education Program
Week 1—June 15—19—Champaign, IL
Week 2—June 22-26—Champaign, IL
Week 3—July 13-17—Champaign, IL
Week 4—July 20-24—Champaign, IL
Week 5—July 27—31—St. Louis, MO
Recommended CPE Credit:
40 Hours per Week
Registration Fee:
$995 per week for
Weeks 1,2,3, or 4;
$1,095 for Week 5

National Accounting and Auditing
Advanced Technical Symposium
June 22—23—Arlington, VA
July 20-21—Tucson, AZ
Recommended CPE Credit: 16 Hours
Registration Fee: $495

The CPA’s Role in Litigation Services
July 16-17—Washington, DC
October 22-23—Las Vegas, NV
Recommended CPE Credit: 16 Hours
Registration Fee: $495
National Conference on Savings
Institutions*
September 9—11—Washington, DC
Recommended CPE Credit: 20 Hours
Registration Fee: $595

Practice Management Conference*
October 25-28—Orlando, FL
Recommended CPE Credit: 21 Hours
Registration Fee: $485
National Conference on Federal Taxes
October 29—30—Washington, DC
Recommended CPE Credit: 16 Hours
Registration Fee: $495

The CPA and the Older Client
June 25—26—Hilton Head, SC
September 17-18—San Diego, CA
Recommended CPE Credit: 16 Hours
Registration Fee: $495

National Governmental Training
Program
November 2—4—Orlando, FL
Recommended CPE Credit: 24 Hours
Registration Fee: $695

1992 Employee Benefits Conference
June 29—30—Washington, DC
Recommended CPE Credit: 16 Hours
Registration Fee: $495

National Conference on Banking*
November 12—13—Washington, DC
Recommended CPE Credit: 16 Hours
Registration Fee: $595

American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
New York, N.Y. 10036-8775

Securities Conference
November 18—19—New York, NY
Recommended CPE Credit: 14 Hours
Registration Fee: $595
Credit Unions Conference
December 3—4—Scottsdale, AZ
Recommended CPE Credit: 16 Hours
Registration Fee: $495
National Construction Industry
Conference
December 3—4—Phoenix, AZ
Recommended CPE Credit: 16 Hours
Registration Fee: $495

National Accounting and Auditing
Conference on Employee Benefit
Plans*
December 14—15—Washington, DC
Recommended CPE Credit: 16 Hours
Registration Fee: $495
For further information, to register, or
to receive a free, detailed brochure for
any of the conferences listed here, call
(800) 242-7269; in New York State, call
(212) 575-5696. For credit card regis
trations, VISA and MasterCard only.
*Call AICPA meetings and travel
division, (212) 575-5691.
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